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ABSTRACT ;  Numerous  methods  of  allocating  recruiters,  assigning  mission  and 
directing  the  advertising  effort  have  been  used  during  the  past  decade. 
Criteria  such  as  the  number  of  military  available  Uges  17-21),  the  nunber  of 
qualified  military  available  (ages  17-21),  the  nurrtoer  of  male  high  school 
seniors,  past  production  and/or  the  results  of  other  services'  et forts  have 
all  been  used  in  an  attempt  to  solve  the  recruiting  equation.  Early  in  1980 
USAREC  developed  a  time-phased  stepwise  regression  model  for  mission 
assignment,  but  that  was  only  a  partial  solution  to  a  single  part  of  the 
problem.  IXiring  the  past  year,  two  major  new  thrusts  were  begun  which  apply 
geodemographic  analysis  down  to  ZIP  Code  level  to  pinpoint  the  recruiting 
market  and  to  optimize  recruiting  resource  allocation.  The  first  of  these, 
the  Army  effort,  centers  on  high  school  seniors  and  graduates  discounted  by 
quality  and  quantity  factors  to  identify  the  available  market  for  each 
recruiter.  The  civilian  effort  by  Claritas  Corporation,  under  Army  contract, 
applies  proven  neighborhood  clustering  techniques,  based  on  demographic 
variables  at  the  ZIP  Code  level,  to  Identify  specific  locales  of  unrealized 
potential.  These  micro-defined  areas  of  untapped  potential  are  identified  for 
each  category,  age  group,  sex  and  MOS  of  recruits. The  results  of  merging  the 
military  and  civilian  efforts  represent  a  significant  breakthrough  in 
identifying,  quantifying  and  targeting  all  facets  of  recruiting  through  an 
Integrated  system.  This  approach  may  be  applied  outside  recruiting  where 
there  is  a  need  for  establishing  sales  or  market  potential  estimates,  field 
force  allocations,  and  the  targeting  of  advertising. 
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"You  have,  in  a  week,  identified  and  quantified  what  it  has  taken  me  my 
entire  command  tour  to  learn  and  subjectively  apply.” 

-  An  outgoing  ORC  Commander 

INTRODUCTION 

The  above  statement  resulted  from  the  application  of  geodemographics  at 
the  ZIP  Code  level  to  a  district  recruiting  command.  The  power  and  broad 
range  of  applications  represent  a  breakthrough  in  the  total  spectrum  of  market 
analysis.  The  shotgun  approach  to  marketing  has  been  overcome.  Specific, 
pinpointed  market  segmentation  is  possible  for  the  quantification  and  location 
of  potential,  allocation  of  resources  and  targeting  of  advertising  and  sales 
promotion . 

BACKGROUND 


The  Uhited  States  Army  Recruiting  Command  (USAREC)  has  elements  located  in 
all  50  states,  the  District  of  Columbia,  Europe,  Panama,  the  F^llllpines, 


Guam,  American  Somoa, 

Saipan  and  Korea. 

Its  organization  is  as  depicted  below: 
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The  allocation  of  resources,  both  personnel  e-d  fiscal;  the  assignment  of 
mission;  and  the  direction  of  advertising  effort  have  challenged  the  command 
since  its  existence.  In  the  past,  various  indicators  were  used  to  quantify 
the  distribution  of  assets  and  mission. 

0  Military  Available  (MA)  -  The  number  of  males,  17-21  years  old. 

o  Qualified  Military  Available  (QMA)  ->  As  above,  but  with  a  mental 

and  physical  disqualification  factor  applied. 

0  DOD  Take  -  The  total  recruits  enlisted  by  all  services  in  a  given 
area. 

0  Past  Production  -  Self  explanatory. 


In  the  last  several  years,  under  pressure  from  within  the  Army,  DOD  and 
Congress,  the  Army  has  had  to  move  into  a  different  market,  one  constrained  by 
limitations  on  the  number  of  both  non-high  school  graduates  and  lower  mental 
categories.  This  led  many  of  the  command  elements  to  use  a  new  factor  to 
determine  their  market— the  number  of  high  school  seniors  (HSSR). 


All  of  the  above  factors  have  major  deficiencies.  With  MA,  QMA  and  HS5R, 
the  quality  significantly  varied  in  different  geographic  areas  and  even  within 
areas.  Yet  this  was  not  recognized.  "OOD  take"  was  biased  by  the  Army 
itself,  which  was  expected  to  pull  35-45  percent  of  the  total.  Both  the 
latter  and  "past  production"  did  not  recognize  areas  of  untapped  potential, 
the  geographic  propensity  toward  a  particular  service,  nor  the  number  of 
recruiters  in  a  given  area.  Past  production  further  penalized  those  elements 
which  had  previously  done  well  by  expecting  more,  while  giving  a  handicap  on 
expectations  to  those  doing  poorly.  The  change  in  the  market  was  only 
superficially  recognized. 


The  mission  assignment  process  to  DRC  level  gained  sophistication  in  early 
1980  when  a  time-phased  stepwise  regression  model  was  developed  incorporating 
the  following  variables; 
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RECRUITER  EXPERIENCE 
YATS  PROPENSITY 


RECRUITER  AIDES 
BLACK  MA 

LOCAL  ADVERTISING  DOLLARS 
OTHER  SERVICE  RECRUITERS 
OTHER  SERVICE  TAKE 
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The  regression  model  did  much  to  explain  variances  in  production  and  was  used 
to  assign  mission,  yet  it  still  had  major  drawbacks— the  heavy  reliance  on 
past  production  and  the  requirement  to  use  data  of  questionable  accuracy 
(unemployment).  The  greatest  deficiencies,  however,  were  the  lack  of 
specificity  below  DRC  level  and  its  use  being  limited  to  mission  assignment 
only.  Nothing  had  yet  been  developed  to  identify  potential  and  to  join 
resource  allocation,  mission  assignment,  advertising,  and  propensity. 

RECRUITER  ZONE  ANALYSIS  (RZA) 


In  the  summer  of  1980,  USAREC  launched  a  major  market  analysis  effort 
involving  on-site  analysis  of  all  57  DRC  by  a  single  USAREC  staff  section — the 
Region  Support  Division  of  Program  Analysis  and  Evaluation  Directorate.  The 
purposes  of  this  effort,  known  as  RZA,  were  multifold: 

0  To  identify  and  quantify  the  prime  recruiting  market  at  the  lowest 

specific  level. 

0  To  distribute  recruiting  resources  equitably  across  the  command. 

0  To  insure  that  each  recruiter  had  sufficient  market  to  be  successful. 

The  on-slte  phase  of  the  RZA  requires  plotting  of  each  high  school,  school 
district  boundary  and  zip  code  and  computing  an  individual  recruiter's  market 
(zone)  using  HSSR,  past  graduating  class  size,  go-to-college  rate,  college 
stopout  rate  and  a  mental  qualification  Indicator.  The  exact  market  geography 
was  further  defined  by  the  political/economic  boundaries  and  traffic 
patterns.  Major  redistributions  and  restructurings  occurred  and  continue  to 
occur  as  a  result  of  the  RZA  effort.  All  RZA  information  is  entered  into  a 
central  data  base  providing  a  basis  for  continuing  analysis.  All  57  DRC  will 
be  completed  by  the  end  of  the  1981  calendar  year. 
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As  successful  as  the  R2A  effort  is,  the  methodology  has  shortcomings 
recognized  from  its  initial  inception.  The  demographics  of  each  zone  or 
neighoorhood  were  still  only  superficially  factored,  primarily  because  the 
more  specific  data  were  not  available.  As  an  example,  a  definite  relationship 
exists  between  household  income  and  propensity  to  join  any  military  service. 
Oie  could  assert  that  the  income  variable  is  subsumed  under  the 
"go-to-college"  and  "mental  qualification"  factors,  although  the  relationship 
is  valid  only  in  the  aggregate.  Another  reflnaj^nt  was  still  needed  and  an 
Army  contract  with  Claritas  Corporation,  signed  in  August  1980,  provided  an 
answer  not  only  for  the  RZA,  but  for  mission  assignment  and  advertising. 

THE  CLARITAS  CORPORATION  BACKGROUND 

Claritas,  founded  in  1971,  is  a  consulting,  information  product  and 
systems  development  firm  which  specializes  in  the  application  of  small  area 
demographic  (U.S.  Census)  data  to  marketing  problems.  Small  areas  include 
neighborhood-sized  units  such  as  the  37,000  five-digit  ZIP  codes  or  the 
230,000  Census  "Block-groups".  These  areas  hold  populations  which  are  far 
more  homogeneous  in  their  socio-economic  characteristics  than  larger  and  less 
distinctive  areas  such  as  regions,  states  and  metropolitan  county  groups. 

Claritas  originated  and  published  REZlOE,  a  compilation  of  Census  data  at 
the  five  digit  ZIP  level,  to  fill  an  information  gap  in  government  statistics 
and  to  render  the  data  practical  for  commercial  marketers.  Any  entity  with 
customer  lists,  warranty  records,  circulation  files,  survey  data  or 
administrative  records,  can  easily  aggregate  these  records  by  ZIP  at  low 
expense.  Given  comprehensive  Census  data  summarized  to  the  same  level  of 
detail,  it  became  possible,  with  the  advent  of  REZIDE,  to  relate  neighborhood 
or  community  characteristics  to  levels  of  sales,  consumption  of  media  or 
voting  behavior,  for  example.  Pilot  studies  performed  by  Claritas  in  the 
early  seventies  for  large  publishers,  such  as  TIME,  Inc.;  banks,  including 
Chase  Manhattan;  and  government  planners,  such  as  the  National  Institute  of 
Mental  Health,  showed  that  socio-economic  neighborhood  characteristics  were 
indeed  powerful  predictors  of  the  probable  purchasing,  media  usage  and 
cultural  behaviors  of  the  inhabitants  of  the  U.S.  communities.  Even  more 
compelling  was  the  realization  by  businessmen  that  these  predictions  could  be 
translated  into  precise  action  at  local  levels,  mediating  decisions  on  design 
of  sales  territories,  location  of  retail  outlets,  segmentation  of  direct 
marketing  efforts  (mailing  lists),  or  choice  of  compact  markets  for 
concentration  of  print  and  electronic  media  advertising.  It  was  demonstrated 
in  actual  marketing  actions  involving  millions  of  dollars  of  investment  that 
substantial  savings  could  be  realized  along  with  growth  in  sales  by  targeting 
the  selling  effort  on  small  areas  selected  for  their  high  sales  potential  as 
predicted  by  geodemographic  analysis.  Knowing  the  sales  results  by  ZIP  for  a 
sample  of  areas  or  for  a  high  performing  segment  of  the  market  also  permitted 
growth  through  targeting  new  areas  of  consistent  demography  thereby 
effectively  exploitating  potential. 

In  order  to  extend  and  simplify  the  practical  application  of 
geodemographic  targeting,  (Maritas  originated  a  numoer  of  powerful 
multivariate  systems  based  on  the  small  area  Census  data  resources  it  had 
developed.  Since  these  systems  have  been  applied  in  support  of  USAREC's 
mission,  they  will  be  briefly  described  here. 
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Using  the  base  RE2IDE  file  of  Census-based  counts  of  population  and 
households  by  968  of  their  characteristics  for  each  ZIP,  Claritas  derived 
through  transformation,  data  screening,  editing  and  statistical  manipulation  a 
set  of  535  normally  distributed  variables  tneasuring  the  most  important 
socio-economic  aspects  of  each  ZIP's  aggregate  population.  The  variables  were 
chosen  to  represent  the  major  determinants  of  human  grouping  as  observed  in 
several  localized  "social  area"  or  "factorial  ecology"  studies,  such  as 
Shevky,  Bell,  et  al.  (see  bibliography)  The  domains  of  content  in  the 
Claritas  model  expanded  these  studies  to  include  broadly  five  major  subject 
areas : 


34  FACTORS...  IN  5  DOMAINS 


Each  domain  was  represented  by  60  to  150  variables.  Using  principle 
components  factor  analysis  with  Iterated  communality  estimation  and  varlmax 
rotation,  this  data  set  was  reduced  in  partitions  to  a  set  of  34  orthogonal 
factors  explaining  87%  of  the  common  variance  of  the  items.  Thirty-four 
factor  measures  or  scores  were  then  derived  by  the  complete  regression  method 
(R^  s  0.998  on  the  average)  for  each  ZIP,  expressed  as  normal  deviates 
(standard  scores  with  unit  variance  and  zero  mean).  The  pattern  on  these 
scores  for  each  ZIP  is  a  condensed  or  parsimonious  way  of  expressing  37*  of 
the  differences  of  this  ZIP  from  the  other  ZIP's  on  all  535  variables.  These 
factor  scores  are  linear,  additive  variables  with  zero  collinearity  which 
serve  as  extraordinarily  powerful  indicators  of  area  differences  and 
similarities.  When  used  as  independent  variables  in  correlating  neighborhood 
(ZIP)  characteristics  with  sales  data  or  other  series  exogenous  to  demography, 
such  as  rates  of  recruitment,  the  relationships  are  maximally  effective  in 
achieving  highly  significant  predictions.  If  there  is  any  demographic 
variance  in  a  dependent  item,  these  factor  scores  have  a  way  of  finding  it. 
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2)  Ihe  Claritas  40  Cluster  System  of  Neighborhood  (ZIP)  Typolo 

Using  the  thirty-four  factor  scores  described  above,  Claritas  proceeded  to 
compare  each  ZIP  to  every  other  ZIP  on  the  pattern  of  these  exhaustive 
measures  of  demographic  variance.  Using  K-means  (MICKA)  cluster  analysis, 
each  ZlP^jjas  assigned  to  one  of  forty  distinct  nelghoorhood  types  or  Claritas 
Clusters'".  These  groups  of  extraordinarily  homogeneous  ZIP's  describe  the 
gamut  of  communities  familiar  to  Americans.  Mhile  certain  Clusters  or  types 
occur  more  often  in  certain  regions,  generally  each  type  can  be  found  in  all 
parts  of  the  country.  The  Clusters  appear  to  be  highly  stable  over  time. 
People  moving  out  are  replaced  by  others  with  similar  characteristics. 

By  definition,  the  taxonomic  technique  of  cluster  analysis  also  creates 
classifications  or  groupings  which  are  maximally  distant  or  different  from  one 
another.  Thus,  if  data  outside  the  Census,  such  as  consumer  product  sales, 
media  circulations,  health  information,  educational  achievement  scores, 
political  attitudes,  consumer  surveys  or  leisure-time  activities  are 
aggregated  by  Qaritas  Clusters  (these  are  all  actual  case  histories), 
dramatic  variances  in  level  of  incidence  or  "penetration"  are  usually 
observed.  A  chart  showing  these  AO  Clusters  and  a  convenient  grouping  into 
ten  Cluster  groups  is  shown  on  the  following  page. 

THE  ARMY  CONTRACT 

The  primary  purpose  of  Claritas'  contract  with  USAREC  is  tne  development 
of  geodemographically  determined  recruit  potential  indicators  for  each 
residential  five-digit  ZIP  Code  in  the  US  to  supplement  and  add  exactitude  to 
the  Army's  market  analysis.  The  breadth  of  this  effort  with  current  and 
developing  applications  is  depicted  in  the  next  chart. 
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Recruit  potential  indices  were  developed  separately  for  several  educational 
and  mental  categories,  as  well  as  for  a  number  of  MOS.  Target  market  profiles 
by  Cluster  will  be  applied  to  the  evaluation  of  promotional  and  advertising 
efforts  in  selected  DRC.  Measures  of  recruit  potential  were  aggregated  from 
ZIP  Codes  to  the  various  command  levels,  200  television  markets  and  323 
Standard  Metropolitan  Statistical  Areas  (SMSA).  In  addition,  the  contract 
calls  for  application  of  the  indices  in  locating  new  recruiting  stations  and 
the  evaluation  of  existing  stations.  This  effort  will  be  supported  by 
computer -generated  maps  of  recruit  potentials  for  each  DRC  by  station. 

MODEL  RESULTS 

The  model  producing  these  Indices  used  ZIP-level  USAREC-provided  contract 
data  and  command  boundaries  along  with  the  34  factor  scores  from  the  Claritas 
Cluster  system.  These  34  factor  scores  or  their  non-linear  transformations 
(squares),  together  with  a  measure  of  recruiter  strength  and  the  proportions 
of  ZIP  populations  enrolled  In  college  and  serving  in  the  Armed  Forces,  were 
used  as  Independent  variables  to  develop  a  linear  model  where  the  dependent 
variable  was  the  logarithm  of  the  average  annual  recruit  penetration  from  1977 
and  1978  into  the  available  population  of  males  in  a  specified  age  group 
(i.e.,  17-21  years).  The  model  was  run  on  data  bases  developed  separately 
for  seven  geographically  specified  regions.  These  seven  US  sub-areas  for 
which  equations  were  produced  were  configured  by  clustering  DRC's  with  similar 
correlations  of  the  independent  variables  with  recruit  penetration. 

Within  the  sub-areas,  very  small  ZIP's  (less  than  500  population)  were 
aggregated  with  nearby  small  ZIP's  of  the  same  Cluster  to  reduce  the 
statistical  volatility  of  the  dependent  variable.  This  procedure  produced  a 
file  of  7043  aggregate  areas  which  represented  the  data  base  for  all 
subsequent  analyses. 

In  addition  to  the  above,  a  research  strategy  was  employed  which  has  proven 
successful  in  the  prediction  of  commercial  sales  potential,  the  "better  half" 
technique.  The  universe  of  ZIP  areas  was  stratified  into  two  sub-sets  within 
each  Cluster,  the  above  average  recruit-penetrated  areas  and  the  below 
average.  Recruit  potential  equations  were  computed  within  each  sub-region  for 
the  top  half  only.  The  benefit  of  this  technique  lies  in  the  fact  that 
failure  or  underperformance  is  much  harder  to  predict  than  success  or 
overperformance.  In  other  words,  exogeneous  factors  such  as  local  objectives 
or  quotas  based  on  non-uniform  decision  rules,  actual  command  efficiency  or 
management  quality,  unemployment,  local  traditions  or  poor  siting,  all  may 
conspire  to  explain  failure.  The  demographic  fn-edictors,  however,  cover  the 
entire  range  in  their  variance,  and  are  more  efficient  in  the  top  half  where 
there  is  less  exogeneous  "noise"  in  the  dependent  variable.  These 
considerations  were  borne  out  in  the  model  development  in  this  project.  The 
multiple  r2  was  greater  by  SOX  to  8GK  in  the  top  half  than  the  r2  of  the 
bottom  half.  Thus,  the  approach  has  a  statistical  validation. 

The  model  was  run  for  three  categories  of  recruits: 

A)  All  high-school  diploma  graduates,  17-21  years  of  age  (HSDG) 

B)  All  high  mental  category  (I-II1A)(HIMC) 

C)  All  high  mental  category  high  school  diploma  graduates  (HSHI) 
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Rredicted  recruit  penetration  is  calculated  by  evaluating  the  regression 
equation.  This  is  that  portion  of  the  recruit  prediction  explained  by 
demography  and  on  the  average,  explains  65*  of  the  variation  in  recruiting 
penetration  at  the  ZIP  level.  The  sales  deficit  or  untapped  recruit  potential 
is  produced  by  subtracting  the  actual  observed  penetration  from  predicted  for 
each  ZIP.  Where  untapped  potenial  is  negative,  it  is  set  to  zero.  (Expected 
recruit  penetration  is  equal  to  predicted  except  in  those  cases.)  Expected 
penetration  is  a  relative  measure  of  achievement  possible  if  demographic 
potential  is  exploited  and  the  ZIP  is  not  subject  to  exceptional  exogenous 
effects.  Ratioing  the  ZIP  value  to  the  U.S.  average  produces  the  recruit 
potential  index  (RPI).  When  a  base  population,  e.g.,  17-21  year  old  males,  or 
HSSR  or  MA,  is  multipied  by  expected  potential  a  similiar  relative  indicator 
of  performance  is  gained  in  terms  of  the  number  of  annually  expected  new 
recruits,  provided  the  given  area  performs  as  the  better  half.  A  scale  can  be 
applied  relatively  to  accommodate  changing  objectives. 

The  Cluster  profiles  of  recruits  by  age,  education  and  mental  category,  as 
well  as  by  proportions  of  recruits  entering  a  variety  of  hard-to-fill  MOS's, 
showed  Chi  Squares  significant  beyond  the  99%  level  of  confidence.  It  was 
found  that  neighborhood  type  is  Indeed  highly  related  to  recruit  penetration 
for  each  category  of  recruit. 

An  initial  comparison  of  the  actual  graduate  and  senior  male  (GSM) 
mission  assigned  for  FY  81  and  the  Claritas  model  potentials  showed  a 
correlation  (r)  of  +.93  for  the  five  regions  and  +.82  for  56  DRC.  (The  57th 
ORC,  San  Juan,  was  not  included  because  demographics  are  not  available  in  the 
data  base).  The  purpose  of  this  check  was  not  to  validate  either  the 
regression  or  Claritas  models  but  solely  as  an  indicator  of  comparability. 

CURRENT  APPLICATIONS 

The  ultimate  objective  is  to  efficiently  increase  productivity  by  applying 
the  results  towards  the  allocation  of  recruiting  resources.  These  resources 
Include  personnel,  facilities,  advertising,  incentives,  training  and  command. 
Various  strategies  are  being  employed  to  distribute  these  resources  accoroing 
to  the  levels  of  total  and  untapped  potentials  identified  by  the  study.  The 
specific  uses  of  the  analysis  listed  below  are  actually  ongoing  and  in  some 
phase  of  Implementation. 

MISSION  ASSIGNMENT  AND  RECRUITER  ALLOCATION 

From  the  Headquarters,  USAREC  level,  mission  assignment  is  made  directly 
to  the  57  ORC.  The  equity  of  the  established  mission  is  of  utmost  importance, 
for  the  careers  of  the  personnel  and  the  overall  success  of  the  command  depend 
on  the  setting  of  difficult,  but  obtainable,  objectives.  The  currently 
directed  command  objective  for  FY  82  is  87,500  HSOG(M)  contracts,  a 
significant  increase  over  previous  annual  levels  in  this  prims  category,  while 
simultaneously  the  constraints  on  the  lower  mental  categories  have  been 
tightened. 

The  Claritas  model  identified  potentials  at  the  ORC  level  by  aggregating 
ZIP  Code  estimates.  These  potentials,  both  total  and  untapped,  matched 
against  current  production,  pinpoint  locations  where,  with  an  expenditure  of 
some  positive  effort  by  USAREC,  the  greatest  opportunities  exist  for  meeting 
the  Increased  requirements. 
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The  potentials  in  some  DRC  are  currently  being  exceeded,  yet  in  all  cases, 
untapped  potential  exists.  Mhere  some  areas  within  a  DRC  exceed  the  better 
half  average  penetrations,  others  fell  short  creating  untapped  potentials 
despite  overproduction  in  the  DRC.  The  extreme  case  of  Detroit  might 
illuminate  this  concept.  The  Claritas  model  identified  an  expected  HSDG 
potential  of  1571  with  an  untapped  potential  of  734  based  on  1977-78  data. 

Yet  actual  1981  production  in  this  category  will  exceed  2000.  Obviously, 
exogenous  factors  affected  the  performance  and  these  factors  are  identifiable 
and  some  clearly  Illustrate  the  sort  of  positive  actions  USAREC  might  take  to 
realize  potentials.  In  this  case,  the  unemployment  rate  jumped  from  7.3%  in 
1977  to  13.4*  in  1981,  with  even  greater  rates  among  minority  teenagers. 
Further,  USAREC  reassigned  one  of  its  best  comnanders  and  an  experienced 
Sergeant-Major  to  Detroit,  increased  recruiter  strength  by  25*  and  added 
supplemental  local  advertising  dollars  to  the  district.  The  actual  highest 
increases  in  production  occurred  where  the  Claritas  model  showed  the  highest 
untapped  potential.  1977-80  production  orowth  is  related  to  predicted 
untapped  potential  with  a  correlation  (rl  equal  to  ♦.7D  in  Detroit.  In  the 
future,  some  presently  exogenous  factors  may  be  included  to  enhance 
predictibillty.  In  some  cases,  it  may  be  possible  to  create  a  reactive  model 
where  the  effect  of  the  exogenous  variable  is  assessed  differently  by  Cluster. 

Below  DRC  level,  the  real  power  of  the  indices  surfaces,  although  the 
accuracy  of  the  population  projection  became  less  exact.  (The  MA  count  at  ZIP 
Oode  level  is  an  estimate  based  on  the  1970  Census,  pending  development  of 
data  from  1980.)  Here  the  merging  of  the  Claritas  indices  with  the  Army  RZA 
effort,  which  identifies  the  actual  number  of  high  scnool  seniors,  overcomes 
the  projected  population  problem.  By  using  the  propensity  Index  times 
graduates  and  seniors  available,  the  actual  mission  per  recruiter  can  be 
calculated. 

The  use  of  the  merged  data  for  recruiter  allocation  is  even  more 
Important.  The  number  of  recruiters  authorized  for  cownand  is  constrained, 
making  it  Imperative  to  optimally  allocate  these  limited  assets.  By  using  the 
propensity  and  population  to  get  expected  results,  recruiters,  both  f^ces  and 
spaces,  can  be  reshuffled  to  areas  where  the  greatest  marginal  returns  can  be 
realized. 

At  the  Individual  recruiter  level,  the  use  of  propensity  indices  permits 
varying  the  size  of  the  market  assigned.  As  an  example,  the  recruiting 
station  Indices  within  the  Detroit  DRC  for  high  school  graduate  accessions 
ranged  from  191  to  20.  A  scale  was  developed  which  inversely  correlated 
potential  index  and  market  size,  changing  the  latter  by  five  percent  for  every 
ten  percent  change  in  propensity.  Consequently,  the  market  allocated  per 
recruiter  in  the  high  propensity  inner-city  areas  was  substantially  less  than 
that  in  the  more  affluent  suburbs.  By  insuring  that  each  recruiter  has 
sufficient  market  to  be  successful,  failure  is  not  automatically  built-in  by 
chance  of  assignment  to  a  given  territory.  Conversely,  efficient  allocation 
of  recruiters  is  aided  by  reducing  the  market  size  in  high  propensity 
territories.  Thus  far,  the  indices  have  been  used  on  6  DRC  RZA  with  very 
positive  results  and  unanimous  acceptance. 
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The  potentials  are  markedly  different  for  graduates  (HSDG)  and 
non-rgraduates  (NHSDG)  and  for  the  higher  mental  categories  (I-IIIA)  vs.  the 
lower  (IIIB  or  IV).  The  next  three  charts  show  the  different  patterns  for 
each  category,  the  first  two  by  cluster  group,  then  as  defined  for  the  top  and 
bottom  5  DRC.  Clearly  the  penetration  of  HSDG  recruits  has  been  concentrated 
in  the  poorest  cluster  groups Hjr ban (U3)  and  rural(R2).  however  the  higher 
mental  categories  came  from  the  middle  scale  groups.  The  most  affluent  groups 
show  underpen tration  for  both  categories. 


%  PENETRATION  OF  RECRUITS  INTO  MALES,  17-21  YEARS 


1.  ACTUAL  17-21  MALE  CONTRACTS!  TOT  HSDC  -  BARS 
2.  ACTUAL  17-21  MALE  CONTRACTS!  TOT  MC-HI  -  RODS 
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The  degree  of  variance  shown  in  these  data  shows  that  the  options  for 
differential  action  created  by  this  information  are  highly  meaningful. 

NATIONAL  ADVERTISING 


The  forte  of  Claritas  is  market  targeting  and  its  application  to  national 
advertising.  A  subsidiary  service  offered  by  Claritas  is  PRIZM  (Potential 
Rating  Index  by  ZIP  Markets)  formed  in  1978  by  linking  the  Cluster  System  with 
the  Simmons  Market  Research  Bureau  annual  survey  of  print  media  readership  and 
product  usage.  This  survey  interviews  15,000  respondents  yearly.  By  using 
PRIZM  to  identify  the  readership  profiles,  a  match  can  be  made  of  the 
accession  profile  and  print  media  profile  to  discover  the  geographic  areas 
where  coverage  is  either  lacking  or  oversaturated.  The  comparative  profile  of 
the  three  year  magazine  coverage  for  those  publications  purchased  and  in  the 
Simmons  data  base  compared  to  HSOG,  1-IIIA,  accessions  is  shown  below  where 
the  40  Claritas  Clusters  are  indicated  in  descending  quality  on  the  abscissa 
and  per  capita  penetration  (concentration)  on  the  vertical: 
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1.  Recruits:  Benetration  of  HSDG,  I-IIIA  into  Males,  17-21-  Bars. 

2.  3  Year  Army  Magazine  Schedule,  Readers  in  Adult  Population,  18+ 
Years  Old.  -Rods 


FOR  RCSrRtCrCD  USE  «r  u.  s.  Mttcr.  copyright  imi.  claritas  corf. 

SOURCE,  1.  FRIZM  <U.  S.  CENSUS  OEMOCRAPHY).  2.  SiUBOnS  197S-79  SUCVOy 

t 


Wherever  a  difference  exists  between  the  bar  and  spike  a  mismatch  of 
readership  to  market  occurred.  The  use  of  this  information  can  be  in  either 
of  two  forms;  a  reinforcement  of  success  or  as  a  means  of  changing  the 
accession  pattern.  The  PRIZM  profiles  are  particularly  important  in  the 
analysis  of  specific  publications  or  broadcast  programs.  Below  are  two 
charts,  one  showing  the  profile  correlation  of  individual  magazines  to  the 
HSOG,  I-IIIA  accessions;  the  other,  of  a  specific  MOS  (Military  Police)  to  TV 
shows  in  the  1976-79  data  base: 


) 
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It  is  even  possible  to  correlate  specific  cJemographic  factors  and  HSDG,  I-IIIA 
accessions  as  sho»fn  in  the  following  chart: 
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By  overlaying  both  print  and  broadcast  profiles  a  total  media  package  can 
be  analyzed  and  tailored  to  the  recruiting  market,  by  adding  and  subtracting 
various  magazines  or  programs. 

The  Cluster  System  and  profiles  are  directly  applicable  to  direct  mail 
analysis.  Each  year  over  two  million  seniors  receive  at  least  five  direct 
mall  pl.eces  from  tne  Army  and  Army  Reserve.  The  universe  of  names  mailed  as 
well  as  the  responses  to  these  offers,  can  be  summarized  to  the  ZIP  level  and 
tabulated  by  Cluster.  Responses  divided  by  promotions  mailed  at  the  Cluster 
level  provide  a  measure  of  mail  success,  the  percent  response.  Differences  by 
Cluster  in  percent  response  can  be  statistically  evaluated  as  predictors  of 
response  in  subsequent  campaigns.  Unproductive  ZIP’s  can  be  eliminated  from 
future  mailings,  thereby  raising  the  rate  of  return  on  the  marketing 
investment.  Different  offers,  premiums,  and  tests  of  copy  can  also  be 
evaluated  by  Cluster  and  selectively  used  for  more  efficient  promotion. 


Currently  on-going  is  an  analysis  of  a  mail-back  campaign  offering  a  pair 
of  tube  socks  for  responding.  Ultimately,  It  is  anticipated  that  actual  end 
results,  i.e.,  contracts,  can  be  tracked  back  to  inquiries  from  a  specific 
mall  promotion.  In  this  manner,  the  bottom  line  efiectiveness  of  the  mail  can 
be  further  tightened.  In  previously  analyzing  millions  of  direct  mail 
promotions,  the  Cluster  characteristics  of  persons  who  accept  a  premium  but 
don't  act  on  the  offer  are  very  different  from  the  serious  buyers. 
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RECRUITER  ASSIGNMENT 


USAREC  assigns  or  reassigns  over  3000  recruiters  each  year.  Although  some 
personnel  express  specific  desires  on  location  of  assi?iment,  most  are 
strictly  chance  selections.  Even  if  the  recruiter  specifies  a  request  for  a 
specific  geographic  area,  the  demo^aphics  of  the  population  of  two  adjacent 
stations  can  be  quite  different.  Since  it  is  an  accepted  hypothesis  that  one 
is  more  comfortable,  and  has  a  greater  probability  of  success,  with 
populations  with  which  one  can  relate,  the  Claritas  Clustering  system  can  be 
applied  to  recruiter  assignment. 

Assignments  to  recruiting  command  are  generally  known  90  days  in  advance, 
and  often  180  days.  Each  projected  gain  has  a  unique  set  of  demographic 
characteristics,  most  of  which"  are  predictable  by  simply  identifying  his/her 
place  of  birth  (FOB)  and  home  of  record  (HDR).  The  ZIP  Codes  of  the  POB  and 
HOR,  and  the  associated  Claritas  Clusters  can  be  used  to  generally  describe 
the  demographic  heritage  of  the  recruiter.  As  an  example,  the  demographics  of 
a  recruiter  raised  in  ZIP  Code  60085  can  be  generalized  a  follows: 

These  transitional  neighborhoods  are  dense,  urban,  middle- 
class,  mainly  composed  of  duplex  rows  and  3-A  unit  "railroad"  flats  built 
in  the  19A0's  and  pre-WWII  period,  many  in  the  fringes  of  major  industrial 
cities  coast  to  coast  and  corner  to  comer.  The  populace  has  a  high 
cohcentration  of  foreign  stock  (European),  once  heavily  blue  collar  union 
people,  but  now  more  white  collar.  Although  the  population  is  aging  and 
declining,  the  young  adults  are  generally  well-educated  and  in  technical, 
sales  and  junior  management  positions.  From  a  recruiting  standpoint,  the 
population  is  generally  pro-military  with  active  American  Legion  and  VFW 
posts  and  national  holiday  parades. 


Since  vacancies  in  given  stations  are  also  generally  known  in  advance,  a 
simple  system  of  matching  the  Clusters  associated  with  the  station  vacancies 
to  the  Cluster  heritage  of  incoming  recruiters  accomplishes  a  demographic  fit 
and  hopefully  greater  job  satisfaction  and  greater  recruiting  success. 

MILITARY  0CCUPATIC3N  SPECIALITY  (M05)  ANALYSIS 

Just  as  the  potential  by  mental  category  and  education  differs 
demographically,  so  also  does  the  propensity  to  enlist  in  a  given  MOS.  While 
the  basic  infantry  MOS  (IIB)  shows  a  profile  indicating  a  complete 
cross-section  of  population,  geographically  and  demographically,  most  MOS 
profiles  show  marked  differences.  The  military  policeman  (956)  is  generally 
white  and  suburban,  while  the  Hawk  Missile  Crewman  (16D)  is  more  urban  and 
minority.  Even  within  a  Career  Management  Field  (CMF)  differences  are  vivid. 
The  Cannon  Crewman  (13B)  is  heavily  minority-oriented  from  Southern  rural 
farms  and  Northern  inner  cities,  while  the  Cannon  Fire  Direction  Specialist 
(13E)  is  very  middle  America,  white,  rural  and  blue  collar.  This  latter 
contrast  is  striking  when  viewed  across  Cluster  groups. 


1.  MOS  1361  CANNON  CREWMAN  INTO  TOTAL  CONT.  -  BARS 
2.  MOS  ISEl  CANNONFIRE  OIREC.  BREC.  INTO  TOTAL  CONT.  -  RODS 


zip-market  CLUSTER  CROUPS 

The  information  gained  from  MOS  analysis  is  readily  translatable  to 
geographic  potentials,  as  illustrated  by  the  station  maps  of  the  Detroit  urban 
area  on  the  next  page.  Here  three  MOS  (13-Artillery;  19-Armor;  and  95-MP) 
potentials  are  portrayed  by  the  size  of  the  symbol.  One  can  note  the  pattern 
Changing  as  one  moves  from  the  inner  city  and  to  the  suburban  areas. 

OTHER  SERVICE  COMPETITION  TARGETING 

The  propensity  to  join  one  service  or  another  is  highly  related  to 
Clusters.  Although  past  experience  had  indicated  general  geographic 
propensities  (e.g.,  the  Navy  in  the  Northeast),  specific  ZIP  Code-determined 
service  indices  were  calculated  from  Cluster  analysis.  The  more  upscale  but 
lower  penetration  Clusters  tended  to  be  stronger  for  the  Navy  and  Air  Force, 
while  the  Marine  Corps  support  centered  on  highly  urban,  minority 
neighborhoods,  especially  Spanish.  The  Army  has  the  greatest  relative 
penetration  in  rural  and  small  towns,  also  with  minority  emphasis.  Noted  for 
all  services  was  the  previously  observed  inverse  relationship  between 
propensity  to  Join  any  service  and  affluence. 

The  results  of  this  analysis  have  implications  to  recruiter  allocation, 
mission  assignment  and  advertising-  both  media  selection  and  message  content. 
The  individual  recruiter,  knowing  the  local  propensities,  can  tailor  his  sales 
presentation  to  emphasize  those  benefits  which  are  the  Army's  competitive  edge 
over  the  particular  service. 

LOCAL  ADVERTISING 


At  the  district  and  area  level,  the  strength  of  the  Cluster  analysis  is 
again  evident.  USAREC  can  allocate  local  advertising  dollars  in  proportion  to 
the  relative  levels  of  potential  across  areas.  Within  the  local  district, 
each  commander  can  accurately  pinpoint  specific  ZIP  Codes  for  expenditure  of 
his  local  funds  and  can  tailor  his  media  buys  to  the  Cluster  profile  of  the 
areas. 
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FUTURE  IMPLICATIONS  WD  ACTIONS 

USAREC  is  headed  in  the  direction  of  a  totally  integrated  market  approach 
using  geodemographics.  &veral  keys  and  considerations  are  still  required  to 
fully  implement  the  results  of  the  present  and  projected  analyses  and  actions. 

The  major  step,  which  has  begun,  is  the  Cluster  analysis  of  the  FY  80 
contract  results,  and  updating  penetration  profiles  and  indices  accordingly. 
Subsequent  semi-annual  updates  to  catch  changing  patterns  and  opportunities 
are  envisioned. 

With  USAREC  having  the  responsibility  for  Army  Reserve  recruiting,  the 
analysis  of  that  marketing  problem  is  under  consideration.  The  factors 
effecting  the  Reserve  problem  significantly  differ  from  that  of  the  Active 
Army,  in  that  unit  locations  and  vacancies  are  of  overriding  importance. 

The  development  of  an  advertising  media  model  tied  into  ^odemographic 
analysis  and  the  message  content  could  produce  a  powerful  triad.  The  specific 
targeting  of  effective  media  and  a  tailored  message,  all  allocated  based  on 
potential  return  is  possible.  The  ability  to  measure  results  and  note 
changing  patterns  allows  the  system  to  rapidly  react. 

As  a  part  of  the  current  contract,  Claritas  is  to  apply  the  analysis  at  5 
ORC  in  a  total  system.  It  is  expected  that  the  methodology  developed  will  be 
applicable  to  local  advertising  at  all  ORC.  Since  media  penetrate  Cluster 
Groups  differently,  the  local  commander  will  have  the  capability  of  matching 
market,  media  and  message  to  his  particular  requirements.  By  identifying 
those  areas  where  the  "normal"  media  coverage  is  sparse,  the  commander  can 
schedule  special  events  designed  to  carry  the  Army's  message. 

USAREC  has  a  request  for  proposals  out  to  develop  and  field  an  interactive 
ADP  system  linking  all  levels  of  command.  Including  the  recruiting  station. 
When  operational,  this  integrated  system  can  provide  the  individual  recruiter 
with  a  tailored  sales  package  geared  to  the  demographic  heritage  of  each 
prospective  applicant.  The  recruiter's  input  might  be  no  more  than  the  home 
of  record  or  current  address  of  the  applicant,  along  with  his  education 
level.  At  the  USAREC  computer,  the  Cluster  associated  with  the  applicant's 
ZIP  Code  could  permit  the  identification  of  specialties  and  options  which  have 
a  high  probability  of  appealing  to  the  prospect,  yet  tempered  by  the  needs  of 
the  Army. 

The  development  of  recruit  potential  Indices  (RPI)  by  Claritas  Corporation 
has  opened  new  vistas  in  the  field  of  market  analysis  for  USAREC.  Various 
alternatives  strategies  can  tie  explored  quantitatively.  The  integrated 
marketing  approach  supported  by  Claritas  analysis  will  assist  USAREC  in  facing 
the  challenge  of  recruiting  a  larger,  quality  army  without  additional 
Congressionally  provided  resources. 
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